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HE shaded areas above represent the amount of gas consumed by two 

different types of automatic water heaters in furnishing a given amount of 
hot water. Each heater consumes the same amount of gas. One burns for two 
minutes at the rate of six feet of gas per minute, the other burns for sixteen 
minutes at the rate of three-quarters of a foot per minute. 





Save a service 
'||\ Small gas demand 


12 ieet of gas = 12 feet of gas 5 . MT Save a meter 


from the standpoint of revenue. 
But what a difference from the 


standpoint of distribution! 7 ' THE KOMPAK CoO. 


Equalize the load on your mains, New Brunswick - New Jersey 


save the meters. saveextraservices, |} @R C. B. BABCOCK Co. 
by selling your gas the Kompak 7) ge San Francisco 


Pacific Coast Rep 


way. 
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BY-PRODUCT 
GAS OVENS 


Among the various cities using gas from 
Semet-Solvay By-Product Gas Ovens are:— 


City Population 
Chicago, IIl. 2,701,212 
Detroit, Mich. 993,678 
Cleveland, Ohio 796,836 
Milwaukee, Wisc. 457,147 
Indianapolis, Ind. 314,194 
Birmingham, Ala. 178,270 
Chester, Pa. 58,030 
Chattanooga, Tenn. 57,895 
Auburn, N. Y. 36,142 
Waukegan, IIl. 19,199 
Geneva, N.Y. 14,648 
Tonawanda, N.Y. 10,068 


Whether the city be large or small, the in- 
stallation of Semet-Solvay By-Product Gas 
Ovens results in a profitable operation with 
an economical supply of gas. 


1892—Pioneer in the development of the By-Product Coke Oven—1921 


Address Plant Develonomert Department 


SEMET-SOLVAY 


SYRACUSE, N.Y. 
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Put Your Shoulder to the Wheel 


Why This Is the Time to Go After Business 
By SNOWDON SUMMERS 


hrough some process of reasoning or other there easily on the waves of certainty while persuading 





has developed in the last few months an increasingly 
large group of persons who spend a good deal of 
their more or less spare time in trying to convince 
the other fellow that business conditions fundament 
ally are sound and that all that is necessary to bring 
back a speedy return to industrial and commercial 
normalcy is for the leaders in the financial world to 
keep shouting this loud 


the other fellow to ride the bumpers of business de 
pression. 
; that none 
the 
And it is equally certain 
that conditions are not going to be brought back to 
a normal state unless everybody gets his shoulder 
under the wheel and not 


lhere is business depression right now 
can deny. But it is equally true that 
time to go after business.” 


“now 1s 





enough from their house- 
tops and their office win- 
dows. 

Indeed, this select co- 
terie of exponents of bus 
iness optimism have gone 
so far as to be almost 
liable to a charge of 
spreading propaganda. 
They might almost be 
called crusaders. And the 
average business man 
might well call that day 
lost that bring 
him in his daily mail on 
or more letters bearing 
luridly printed epigrams 
to the etfect that business 
is all right if he only will 
think so and that there ts 
trade aplenty for all if he 
will only seek it. As a 
matter of fact, this might 
well be styled the New 
thought era of industry. 
To get business one only 


does not 


of our 





From a common sense busi- 
ness standpoint this is the 
time for gas companies and 
appliance dealers generally to 
get on the job and sell. Eco- 
nomic conditions are right as 
Mr. Summers points out, and 
it is for us to take advantage 
opportunities 
may not arise again. —Editor. 


only lifts but shoves 
ahead at the same time. 
In the gas industry the 


great opportunity right 
now would seem to lie in 
the soundly systematic 
dey elopment of the com 
mercial end of the busi- 
ness. Men who deal in 
public utility securities 
maintain that gas com- 
panies the country over 


never had a greater op 
portunity placed 


them for the development 


befe re 
of commercial business. 


How They Argue 
which They argue along this 
line: Before the \World 
War and during that pe- 
riod when gas companies 
were operating under ex- 
ceptionally low 


costs” oft 








has to think there is busi 

ness; think it hard ecnough and sincerely enor 
the trade will respond and profits will be there for 
the reaping. 

There is the case, for instance, of the big retailet 
who received the other day a letter from a promi 
nent jobber with whom he had been doing business 
for some time. In boldly outstanding type across thi 
first page were the words: 

“Now is the time to go after business.” 

Then the retailer explained that this letter urging 
him to make extra efforts to get business came from 
a concern known to have cut down its advertising, 
known to have drawn in wherever possible, known to 
have cut production. This concern wanted the re 
tailer to hustle out and make the market the 1obber 
should be making for himse'f. He wanted to sit back 


; | 
igh and 





oil, ce al, coke and labor, 


and other raw materials, 
great many concerns let themselves in for an ab 
normal expansion in the commercial side of their 


industry. They overplayed that phase of develop- 
ment. For a time they made a reasonably 
profit; some ¢ven reaped unusual returns 

In a great many instances there was an e~ 
this. The rate per thousand cubic feet was low and 
those who framed the financial policies of their com 
panies felt that something had to be done to get away 
from the very small profits on domestic business. So 
they studied their individual problems carefully, in 
stalled the necessary equipment and went deep into 
the industrial field to sell their product. But some of 
them went too far, as for instance a company in one 
of the large Eastern cities which was exceptionally 
well placed in the matter of low production costs 


sound 


1Se fi; iT 
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and had an unusual field in which might be built a 
tremendous sale of gas for heating purposes. This 
corporation went out to sell gas for heating—not the 
little domestic single-room heater, but highly devel- 
oped central heating plants; that was their aim, and 
they attained their objective to such an extent that 
in the ten years beween 1910 and 1920 their annual 
output of gas was increased from approximately 
3,000,000,000 cu. ft. to 9,000,000,000. And it might 
be added, also, that their electric business increased 
almost ten times in that same decade. 


Costs Mounted Quickly 


But during the latter half of this period of rapid 
commercial expansion troubles began to mount up. 
l‘irst, there were little increases in production costs 
due to war conditions in this country because of war- 
time needs in Europe. These, however, were soon 
met by adjustments in the works; increased efficiency 
of operation and the like. Then came the certainty 
that the United States ultimately would get into the 
war, and raw material costs mounted overnight only 
to again soar upward the next month. Interior ad- 
justments no longer could be made to meet ever in- 
creasing production costs. Oijl and coal soon ran to 
unprecedented prices and were almost impossible to 
get even at rates that wiped out financial reserves. 
labor joined in the general increase, and the situa 
tion seemed hopeless. 

No longer were attempts made to increase the sale 
of gas for any purpose whatsoever. Sales depart- 
ments were abandoned. The commercial end of the 
vas industry would have been abandoned also—if it 
could have been. But the public had been educated 
and had come to see the difference in the cost of heat 
from gas at ridiculously low rates per thousand cubic 
feet as against paying $15 a ton and upward for coal. 
The public didn’t want to buy coal, even when it 
could, and pay that price for it. So those who were 
using gas demanded more gas, and those who were 
not using it demanded a supply also. And the gas 
company, furnishing a public utility, was compelled 
to meet all these demands as best they could. Some 
of them succeeded and weathered the severest storm 
in the history of the industry; others were not able 
to get by, and many of the smaller concerns had to 
so into receivership and close their plants. 

Then came the period when, business coming un- 
solicited in huge volumes, and costs of materials still 
going upward, the gas industry as a whole had to go 
into the courts or before the public service commis- 
sions of the nation and ask for an increase in rates 
sufficient to permit them to go on supplying without 
interruption the commodity that had become so es 
sential a factor in the domestic and industrial life of 
the entire country. The public service boards as a 
whole were quick to see the necessities of the re 
quested rate increases. 

These rate increases were based on costs of opera- 
tion. The public as a general proposition met the 
increases without serious objection, and for the most 
part there is every good reason to believe that the 
gas rates of to-day will not be very materially de- 
creased for some time to come. Here and there, 
doubtless, local conditions may force a drastic reduc 
tion, but in the main it is more than reasonable to 
believe the percentage of increase obtained through 


out the industry in the last two years will be main 
tained. 


Development Timely Now 


Such being the case, and no one yet has offered any 
very basic argument otherwise, why then is not right 
now the opportune time for gas companies generally 
to again begin the development of the commercial 
side of their business? On the one hand we have a 
present rate based on present-day production cost, 
plus a consuming public that has come to see the tre- 
mendous advantages of gas for industrial purposes 
and needs; a public that has been educated to see 
the economy of three fundamental selling proposi- 
tions—economy, cleanliness and convenience. 

If those there be who doubt the accuracy of the 
statement that never was the time more opportune 
nor the conditions more ripe for a broad gauge plan 
of developing the sale of gas for industrial purposes, 
let them remember that the experience of the last 
five years of the great army of gas consumers consti- 
tute a most splendid foundation for just such a cam- 
paign. In the first place, gas companies all over the 
country have been active in the widespread dissemi 
nation of educative information as to artificial 
Quite true that this was done for the 
most part in an openly honest effort to obtain much 
needed and thoroughly well deserved rate increases, 
but since the educational campaign was carried on, 
why, then, not make use of it in all ways possible? 
And no one should for a moment lose sight of the fact 
that one of the very best little educators for the gen- 
eral public is to be found in the war-time high prices 
of coal and oil. The public learns quickest when the 
family finances are hit, for there it is that the tre- 
mendous influence of the women of the nation is 
brought fully into play. 

Why, the prices of coal during the war forced many 
and many a gas company right on to the verge of 
financial ruin just for the reason that their consum- 
ers sought to get away from the $15 a ton coal bill 
by burning gas for house heating purposes because 
it was so much cheaper, and thus creating a terrific 
additional demand for the product. The manufacturer 
could not put in new equipment or lay new mains to 
supply this increased demand because he didn’t have 
any money left under the pre-war rates after he had 
paid the bills for oil, coal and coke with which to 
make the gas his customers were clamoring for. 


vas 


and its uses. 


Coal Prices to Stay Up 


Now the great majority of the manufacturers have 
had material help from their public utility boards 
their present rates are based on cost of production 
now, and in most cases were established under plant 
valuations that were distinctly advantageous. [ut 
coal is still a great deal higher in price than in pre 
war days. It is going to stay a good deal higher in 
price than in pre-war days. It is going to stay a great 
deal higher for a long time to come. There does not 
seem to be a mad rush on the part of anybody to 
reduce freight rates and just so long as the present 
transportation scale is in force, just so long coal is 
going to cost materially more than five years ago. 
And just so long as coal costs remain relatively at 
the present day standard just so long will it be 


(Continued on page 302.) 
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Business Getting Plans 


Ideas and Methods that Are Sure to Produce Results 


By FRANK FARRINGTON 


The consumption of gas can be increased by many 
merchandising plans, just as the sale of goods in a 
store can be increased. ‘There are many ways of 
interesting the consumer and showing the advan- 
tage of using more gas and using it for more pur- 
poses. There are many ways of getting more con 
sumers, increasing the number of users. Perhaps 
some of the ideas suggested below may be available 
for use in your case. If 
you find just one plan 


Getting Prospects 


It is worth while to arrange to check up in the 
newspapers the names and addresses of any new- 
comers in town. As soon as you learn about them 
send them a letter of welcome, saying you are glad 
they have come to your town to live; that you 
hope they will like it, and that you shall be glad to 


count them among your 





here that can be tried out 
effectually in your city, 
you can easily make that 
one plan pay you many 
times over in profits the 
cost of the JouRNAL for as 
long as your subscription 
may run 

Take the case of the 
new family in town whom 
you want to interest. 
These people may have 
come from a town where 
they did not have gas and 
when 


Here are a lot of dandy plans 
for use in the sales department. 
Every one can be made to produce 
for you if you will adapt it to the 
particular needs of your company. 
We wish we could print this article 
in great big type so that 


patrons and to do 
thing possible to 
them in_ getting 

service started in their 
new home. Include with 
vour letter a little bunch 
of souvenir postal-cards 
of the town, among which 
you can place one or two 
showing your plant, or in 
some other way advertis- 
ing your business and 
your service available for 
them. 


any- 
help 
good 


there 


People who are having 


they move into a : P parties or company in the 
house which is piped for would be no chance for it to be house will use more gas, 
your service the gas is a , ; : is aed and often you can help 
strange thing to them. 0vel looked. WW é are mighty proud them to increase the con- 


Why not take pains to 
help them get started 
right in its use? Do some- 
thing more than order 
them to come to the com- 
pany office and sign a con- 


—Fditor. 





of this feature we can tell you. 


sumption by making sug- 
gestions. You can have 
the newspapers watched 
for announcements’ of 
coming social events, and 
whenever one of your pa- 








tract and ask to have a 
man sent to turn on the 
gas. Make that new family feel friendly toward 
your concern right at the “outset. Accommodate 
them in any way you can. Give them the impres- 
sion that you are there to serve them, not that they 
are being granted a favor by you in letting them 
use your Send someone to the house to give 
the housewife full instruction in the use of gas and 
gas appliances. Suggest to her the advantages of 
having other appliances than are already installed. 
Encourage them to use gas and enable them to use 
it inteiligently. That is the way to make a satisfied 
and pleased user who will not be looking for a 
chance to change to electricity or something else at 
the first opportunity. 

If you want your users to boost your service and 
proclaim its advantages you must make it a point to 
develop friendly feeling on their part, and you can 
do this most easily when those users are new to your 
service and you have the opportunity to get them 
started right. Just a little trouble at the start may 
make the new family in town, or any new user, feel 
that gas is not adapted to their use and they will 
remain complaining patrons. 


oe 
gas. 


trons appears in this way 

interview that patron by 

telephone or by sending someone, and suggest that, 
noticing there was to be a social affair at their house, 


you assume that they may want light 


more than 


usual at that time, and you will be glad to see that 
gas jets not commonly used are in good order and 
you 


that will attend to the installing of any addi- 

















“People who are having parties will use more gas.” 


tithe Ge 
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tional lighting units that might be desirable. The 
main thing is that you encourage the use of more 
light at the time and make it possible to use it satis- 
factorily. The people giving the party are very 
likely to give no thought to the matter of light until 
it is late to have any changes made or repairs. 
You will realize, too, that when you have seen that 
their equipment and fixtures are put into more com- 
pletely efficient condition they will like the addi- 
tional light and there will be a continued use of more 
light long after the party is forgotten. 


too 





“There are families in your community who need 
only a little urging to get them to put in gas.” 


This is a time when people in all lines of business 
are interested in the building of new homes. ‘There 
is an almost universal shortage of homes and the 
housing problem is a large one. The gas people 
ought to be doing their bit to encourage home build- 
ing, the erection of apartments, etc. Use your ad- 
vertising space, or take space in which to urge build- 
ing. Send out an influential representative to talk 
with builders, construction companies, capitalists. 
Do all in your power to increase the interest in 
building now, while lumber prices are down and 
rents high. Show your willingness to co-operate in 
any possible way. perhaps even to the extent of aid 
ing in financing building operations. More homes 
mean more gas consumers, and that is the life of 
your business. 

You may or may not be connected with the selling 
of gas appliances, but if you are not you may find it 
profitable to approach the dealers in such equipment 
and offer to make them an allowance for gas used 
in displays and demonstrations of their lines. ‘There 
are dealers who are not aggressive enough and need 
a little prodding to make them speed up their sales. 
sales which inevitably result in more business for 
you. And there are dealers who are so economical 
as to be afraid to spend a little money for gas to us« 
in window demonstration of what they want to sell 
You can afford to share the demonstration cost with 
these people, perhaps making them a _ proposition 
for a month’s special effort along seasonable lines 
When they have seen what results are to be obtained 
by such effort they will not hesitate to go ahead with 
the work, paying for the gas themselves. 

In getting the names of families who do not use 
gas because their houses are not equipped for it, or 
who use lamps in parts of the house because of lack 
of complete equipment, you develop a list of pros- 
pects to be worked for future business. To get such 
names send someone to canvass the stores (groceries 
and hardware) selling lamp chimneys. Ask them if 


they would be willing to give you the names of the 
people using lamps. Co-operate with the dealers of 
gas fixtures in developing such a list. Then, when 
you have a good list of non-users have their homes 
canvassed to discover what are the chances of get 
ting fixtures installed. There are families in 
your community who need only a little urging to get 
them to put in gas. here are other families who 
are using oil lamps for some purposes and for some 
rooms because their homes are not fully equipped. 
It may be, in some instances, only a matter of speaking 
to landlords to get orders to make the installation more 
complete. Keep sending advertising to these prospects, 
even after calling on them without being able to in 
terest them. Keep working them up toward the buy- 
ing point by continued advertising. 

One line of prospects worth developing is that of 
families whose homes are lighted with gas but who do 
not use stoves. These people are quite likely to 
be using oil stoves in hot weather, and you have a 
chance to line them up for gas bv encouraging them to 
put in gas ranges or at least to put in’gas apparatus 
for heating water. so they can have hot water when the 
kitchen range is not being used. Develop all the pros 
pects vou can along the line of hot-water heaters and 
see that they get advertising about such devices before 
the hot weather is upon them. In the spring is a good 
time to get out a letter calling attention to all the ways 
’n which gas has the advantage as a hot-weather heat 
ing, cooking, lighting utility. It is only by pushing 
along these lines that you are going to be able to make 
2p in some degree for the short lighting hours, made 
shorter by daylight-saving laws. 

A plan for stimulating the use of gas-stove baking 
stimulating home baking, is to offer a prize for 
the best loaf of bread baked by any of your patrons. 
(sive a prize or a series of prizes of household articles 
the housewives will want for the best loaf of bread 


gas 


gas 


too 


baked during a certain week and brought to your office. 
the bread to be judged by some person acknowledged 
perhaps a hotel chef, for example 
the best cake or 


to be a good cook 


For another offer, make it the best 





“One line of prospects worth developing is that of 
families whose homes are lighted with gas 
but who do not use gas stoves.” 


cookies or the best hot biscuits or rolls. Give a week 

to each kind of baking, and rule that the contestants 

shall bring their efforts on a certain day, when they 

shall be sold and the money given to some popular 

local charity. A few weeks of this sort of thing will 
(Continued on page 300.) 
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Some of the Sin in Gas Merchandising 


It’s the Attitude that Counts, Says This Writer 


By J. E. BULLARD 


An employee in the new-business department of a 
gas company was talking to an employee in another 
department of the company. The subject under dis 
cussion was a complaint that the new-business man 


was trying to settle. The bone of contention be 
tween the two was the attitude taken toward the 
customers. 

Finally the salesman, out of patience with the 


other man, asked him how 
he would like to be treat- 


[It would not be hard to require each employe to 
answer a set of questions on public relations. If the 
answers indicated that these employees had the 
wrong idea, they could be given a special course on 
the subject. If they still persisted in their wrong 
ideas, they could be replaced with employees who 
either did have the right ideas or who were willing 
io be taught. When the gas company needs the con 
fidence and the support of 
the public as it needs it 





ed in the same manner by 
the butcher he bought his 
meat from as it was 
planned to treat the cus 
tomer. 


If Mark Twain had taken up 


to-day, there is no room 
for the least vestige of a 
remnant of that old “‘pub- 
lic be damned” attitude 
toward the public in the 


i “I ae is nen was commercial life in place of writing “stir Bic —> 
ie reply. rere are a irom the newest office boy 
lot of butchers in town he undoubtedly would have made to the president of the 
but there is only one gas al st ra , company. Not until the 
a ee eee a wonderful success. If you are ats aed ani ion 
have to buy their gas skeptical regarding this just £0 work for the company 
from us. I can buy my have the right attitude in 


meat from another butch- 
er if I don’t get satisfac 
tion from the one | buy 


Tom Sawyer. 


from now.” how 

“Yes,” replied the sales pla ymates ? 
man; “and if these was oie 
only one butcher in town anSWer. 


and he thought he could 
do as he pleased, 1 could 
become a vegetarian, eat 
meat or raise chickens. | 
certainly wouldn't have to 


— Editor. 





back to the time when 
Do you remember 
Tom sold his ideas to 
Well, there’s your 
Try some of it yourself. 


you read 


regard to what the com- 
pany owes the public in 
regard to courtesy and 
just treatment can good 
results be secured in pub- 
lic relations. 


his 


How Damage Can Be 
Done 


A small salaried em- 
\ lI l 
ployee can often do more 








trade with him.” 

The salesman who came 
into direct with the consumers had the right 
attitude. The officers of this gas company had the 
right attitude toward the public; but in that com 
pany, as there will be found in most companies, there 
were a few underlings in the various departments 
who thought there was a great difference between 
gas merchandising and the merchandising of meats 
and groceries. They seemed to feel that the fact 
that the public had given the company a monopoly 
so far as gas was concerned made it unnecessary to 
treat the customers in the manner that they would 
have to be treated if there was the keenest compe 
tition. 

It is true that these employees rarely came into 
direct contact with the public. It is equally true that 
this attitude makes it hard at times to settle com- 
plaints with the promptness they should be settled. 
and to do away with all causes for complaints. 

Not only this, but these employees spread the idea 
among their friends that it is necessary to fight rather 
than co-operate with the gas company. Here is a sin 


contact 


in gas merchandising that can and should be eradi- 
cated. 


damage than the high sal- 

aried president can rem 
edy. Anyone who drives a car knows that it doesn’t 
require very much water in gasoline to make the 
gasoline very unsatisfactory. \Vatered gasoline may 
be cheaper than the pure , but it is still ex- 
pensive at half the price. In the way, it 
not require many gas company employees with the 
wrong attitude toward the public—and it makes no 
difference in what departments these employees may 


article 


same does 


work—to make the relations between the company 
and the public very unsatisfactory. In the end it 
would be better to employ others at double the sal- 
tries who had the right attitude than to try to ‘get 
along with these bias-thinking ones. : 

Not long ago a man thought that his meter had 
been read wrong. In fact, he was sure that it had 
been. He called at the gas office to make a com- 
plaint. He happened to talk to an employee who 
felt very keenly the importance that was attached to 
working for the gas company. That man got very 
little satisfaction until he went higher up, after which 
the trouble was straightened out in short order. It 
was a merchandising sin to allow that particular gas 

(Concluded on page 304.) 
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Past Service. Brings the Order 


A Fine Example of Factory Lighting that Good-Wil! Brought 
By CHARLES E. BLOOD 


Springfield Gas Light Company, Springfield, Mass. 


In further explanation of the article appearing in 
the AMERICAN GAs JOURNAL of March 5, 1921, this will 
deal with the business secured on a basis of friend 
ship and past service rendered by the gas company 
and proves up the previous statements made in that 
article 

Proper lighting of factory 
conclusion which the up-to-date 
reached, not merely for 
humanitarian reasons but 


foregone 


manufacturer ha 


interior isa 


viving uniform illumination over the en- 
tire factery, with shadows reduced to nil. 

In no matter what position the workman may be 
working he is receiving hght from all directions. An 
additional advantage is the Hlexibility of control over 


the entire system. 


rangement 


Under those conditions where the daylight cannot 


be evenly distributed over the factory space—as, for 
instance, in the late after 


noon, when the daylight 





because of the boomerang 
return of increased out 
put. 


Oh! 


\ concern, figuratively 
speaking, with its 
open to increased produc 


eve S 


How 


Just think of having an order 


lalls off rapidly at 
the center of the 
it is possible to create the 
same intensity of light as 
the workmen 


windows are 


very 
she p 
service pays! 
beside the 


enjoying, 


tion is not so unreason- P ~ ° each five-mantle are being 

able as nn expect porate for 150 arc lamps Come into controlled by the simple 

; m." “6% ‘hain-pull. By this meth 

mum results with a light ae - ' ; aT peers. y th 

in cule “ok aub your salesroom. Maybe you od any degree of intensity 
ee “9g 1av be mainta a aa 

mum efficiency. In fact, may be maintained in any 


if the manufacturer is so 
unreasonable and unpro 
gressive as to expect the 
impossible in output with 
antiquated equipment, the 
coercion of competition, 
backed by the adoption of 


feel good. 


wouldn’t want to buy a— 
Well, anyhow you sure would 
Mr. Blood, a live 


wire if ever there was one, 


nart of the factory by sim 
ply pulling on the re- 
cwred number of lamps. 

\Where is there any 
thing in the electric light 
ing field that has this eco- 
nomical control of light, 


advanced factory methods tells how. Read and profit, and where is the electric 
on the part of his com- lighting expert going to 
petitors, will soon force Brethren. —Editor. get the quality and the 


him into one of two direc- 
tions, depending on his at- 
titude—into the rank of 





enormous candle-power of 
pure white light for the 
amount of money that it 








the progressive manufac 
turer and prosperity, or 
among the “down-and-outers” and ruin, or at least 
stagnation. 

Manufacturers are being convinced the country 
over that improved methods in factory lighting have 
a direct bearing on their quantity and quality pro- 
duction, and are securing for themselves (not by any 
great effort on the part of the gas light manufac- 
turers and the gas companies) the best that the light- 
ing field has to ofter and advise. 

The exampie of factory lighting given in the illus- 
tration was demanded by the owner, who had used 
gas lamps in his old place of business and in build- 
ing his new factory resisted all efforts of electrical 
solicitation and “‘stuck to his gas.” 
man done as much? 

The Smith Springfield Metal Body Works manu- 
facture the highest grade metal bodies for the high- 
est class of automobile coach work and are leaders 
in this class of work. They require the highest pos 
sible -juality of light, and it is secured by 150 five- 
wantle was arcs spaced on 10-ft. centers over the 
entire floor area about 10 ft. from the floor, which 
lights the area to the intensity of daylight, the ar- 


Has every gas 


costs to operate this in- 
stallation by ? Gas 
man, “stick That there undoubtedly 
will be more orders forthcoming from this firm is 
shown by the following taken from a 


ant 
vas! 


to your gas.” 


local paper: 
“Ground will be broken soon by the Smith Spring 
held ody Works for the second unit of their manu 
facturing plant on the West Springfield meadows on 
Circuit Avenue. The first unit was completed last 
\pril and the plant has been in production for nine 
months. 

“The new structure will be of monitor-type con- 
struction, built of brick, steel and concrete. and will 
double the capacity of the present factory. It will 
be 90 by 320 feet and will add approximately 30,000 
feet of floor space. Steel sash and traprock for the 
foundation are already cn the ground, and work will 
be started as soon as flood conditions in the Agawam 
River are abated. 

“At present the concern is employing 150 workers 
and the output is one body a day. The new unit 
will make double this output possible, and plans 
have been drawn for a third unit and 


an increase in 
the size <¢ 


f the lumber storage shed to meet the re- 
quirements of the business. 
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This is the way the installation of 150 lamps, described by Mr. Blood in the accompanying article, looks. 
Study it carefully, oh, ye salesmen! 


“There has been no indication of any depression 
in the line of work put cut by the Smith Springfield 
company. Ever since production was_ started nine 
months ago the plant has been operated at capacity. 
‘There have been no shutdowns: there has been an 
average of 145 per cent overtime each week, and, in 
addition to the regular working days, the company 
has been in full operation on every holiday 

“It has just assumed a contract for constructing 
closed bodies for the Rolls Roy ce of \merica, Inc, 
and the Rauch-Lang Company, and is also manu 
facturing closed bodies for the Lincoln Motor Car 
Company, the Marmon Automobile Company, Stev 
ens-Duryea, Inc., the Hudson Motor C 
and the Haynes Motor Company. Full 
on contracts already made is assured to Sept. 1. 

“The Smith Springfield Body Works 


ir Company 


production 


have just 
completed closed and open body models for the 1922 
Haynes cars. These are now being shipped to the 
Haynes factories. They are of Smith 

design. The concern. in addition to its 
with manufacturers, :s also engaged in building cus 
tom bodies and has just obtained the centroct t 

manutacture this country of the Haehr 
transformable bodies that have been made a feature 
of the Citroen cars, a French product.” 


Springfield 


contracts 


bodies in 


In the May 7 Issue 


In th issue of May 7 of the AMERICAN Gas JOURNAL 
some of the prominent salesmanagers of the gas in- 
dustry, men who have made and are making their 
marks in this field, tell the details of the hardest sales 
they have ever made. It is one of the most interest- 
ing pieces of gas literature that it has been the priv- 
ilege of the AMerICAN Gas JouRNAL to publish, and 
certainly it is one of the most inspiring. 

lsut there are hundreds of salesmanagers and sales- 
men who have succeeded in convincing the doubting 
prospect of the advantages of over any other 


gas 


method and we are anxious to add these to the col- 


secured so that it mav be as 


W hat 


selling a 


lection already com 


plete as possible. has been your experience? 


Has it been curling iron to a woman, a 


range, water heater or room heater to an individual 


or a builder or was the greatest difficulty experienced 


with a sale of an industrial installation that amounted 


to thousands of dollars? We would like to publish 


| len se 


will be sure of 


send vour 
t prominent 


it and we ask our readers to help us. 
letter in at once so that it 
place. 
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NOW IS THE TIME 
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The Pessimist—“Business is all shot to pieces; may as well sit back and take it easy until it revives.” 
The Optimist—“Now is the time to go out and get business and to build for future business.” 
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Keeping Everlastingly at It 
Keeping everlastingly at it will sell gas appliances and 
will set an example for your community that will bring 
business to its proper level. But it is up to you to be 


Put Your SHOULDER TO THE WHEEL—By SNow- : eras ; 
persistent and to go after business as you never did 


WEE SO: 655s vn soles eaKSS ew cacns. 289 
before. 
Business GETTING PLANs—By FRANK FARRING- Here is one item that perhaps you are not pushing as 
SO ee ee er ee Te eee arte Eee er 291 hard as you might—replacements. Do you know just 
; how many appliances there are on your lines that should 
SoME OF THE SIN IN Gas MERCHANDISING—By Cae” tal EE ; -¢ 
ME OF THE SIN IN Gas MercuanpiSINc—By be replaced? It’s worth while looking into, for even if 
ee Pee eee 293 ae . 
: building has been at a standstill you can sell a lot of 
s - 

Past Service Brincs THE Orper—By CHARLES appliances to people who will willingly buy if they are 


E. Broop 994 convinced. 


In this issue of the JoURNAL you will find some mighty 

Cartoon—By J. Norman Lynp ............... 296 valuable suggestions on selling to your consumers. 
There are ideas given by men who are out in the field 
every day and who know just what conditions are. But 
they are not allowing themselves to become discouraged. 
On the contrary, they are putting that little additional 
ADVERTISING AND MERCHANDISING IN A SMALI energy into their work that will always produce and the 
Ciry—By Witiiam P. Apams 


EDITORIALS 


THe Use oF SLoGANS—By Ernest A. DENCH.... 299 


301 results are showing up in their monthly totals. 


The tremendous chain of business that can be started 


. “T'D ’ > " Q »D Pay ) 

FEATURING HEATERS FOR SPRING—By WitttaM B. by every gas salesman should spur you on to greater and 
URRY id 6. arn nh 0 oe we beg alee ee 6 0.54 aint 303 ¢ : . : 
greater efforts. If you will only put the idea that busi 
: ay~ hess is bad out of your mind and will plug as you never 

DENVER Gas SiITuATion—By J. B. Ditton....... 305 wees : : as os “ 
have before you will be rendering a real service to your 
Pustic Urinities Securities Market .......... 306 Company and the country, when it is most needed. Bus- 
iness is not bad. There is a lot of business. In this 
News or THe GAs INDUSTRY .......... ....,y... 307 country of over 110,000,000 people there are always 


millions of families that are buying. Seek out those 
families in your community and sell to them. By the 
time you have cleaned up that list another list will be 
readv and the ball will be kept rolling. 

Of course, it is easy to sit at a desk and tell the other 
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fellow what to do. Anybody can do it. 


NAL 1s not doing that. 


But the Jour 
On the contrary, it is practising 
Now will you join with us. A 
little confidence, enthusiasm and energy and the trick 
is done. Come on and help out. 


what it sermonizes on. 


The Value of Window Display 


\n advertising man, one who has accomplished big 
things, told us the other day at lunch that a well-thought- 
out and properly built window display is one of the 
most potent factors in selling goods that there is. He 
declared that the enormous amount of good window 
display space that is wasted right in our industry ap- 
palls the average advertising man who sees all the 
possibilities that are wasted. 

Window displays are mighty important to us just at 
the present time. They can supply the needed push tha: 
will customer doubtful. They can 
create a desire on the part of hundreds who will not 
or cannot read your other advertising matter and they 
certainly will sell goods. 

We are willing to grant that building a window dis- 
play is an art. But we are also of the opinion that a 
salesmianager can create some wonderful displays that 
will sell the goods. 


sway a who is 


In fact, we know that this is so. 

Let us consider the possibilities of your window 
space for just a moment. In the first place, the win- 
dow creates the first impression on anyone approaching 
your office. If it is well arranged, artfully laid out and 
attractive it is going to make a favorable impression on 
even the most casual passer-by. Secondly, and of equal 
importance is the fact that your window space is costing 
real money. Figure up the cost of vour office and then 
This 


is right, for the windows are front footage and you 


allow double for the space devoted to windows. 


know what front footage is worth on the street where 
your office is located. Now is that space paying you: 
If it is not producing direct returns, actually making 
sales for you, then it certainly is not. 

Put your windows on the same basis as any of your 
salesmen. If they don’t produce or accomplish a cer- 
tain amount you surely don’t keep them on your pay- 
roll. Well, if your window space doesn’t produce why 
keep it on your pay-roll? Make it produce. You know 
what you do to a discouraged salesman. You instill him 
with new pep. . Do the same thing with vour windows. 
It will pay you in direct results. 

Every month we are giving some mighty fine ideas 
on windows displays. If they don’t fit your exact needs 
thev can be adapted so that they will. The time devoted 
to dressing a window will produce for you in a way tha 
will really surprise you if you have never tried the 
method out. 

There are a lot of companies in the gas field who are 


getting maximum returns from the space devoted to 


windows but. sad to relate, there are others that are 
falling by the wayside. 

People are coming out of their winter quarters and 
are going to spend a lot more time on the street from 
now on. Get them when they are casually wandering 


along. It will pay you. It’s worth a trial, anyway. 





The Housing Situation Possibilities 


The fact that the Government is making a study of 
the housing situation in the United States is good news 
to the gas industry, for it would seem that here at last is 
The 
news is particularly pleasing, for in its report the Senate 
investigating committee which has had this matter in 
hand shows that it has considered the needs of the pub- 
lic utilities in connection with the solution of this prob- 
lem. 


an agency that may help to accomplish something. 


If out of the many investigations that have been car- 
ried on there is evolved a plan that will help to house 
the millions of families that practically are homeless, 
and if there is help given to the public utilities, then there 
is going to be created for the sales departments of every 
gas company greater business than we can point to in 
our history. But this business is not going to be handed 
to us on a platter. On the contrary it is going to mean 
that we must get out and sell. 
any of us any harm. 


That is not going to do 
In fact, it will do most of us 


good. 


We know that building creates a market. That much 
is granted to us, for it means that we will not have to 
devote time to searching out customers. But it would 
be well for salesmanagers to remember that others are 
seeking the selfsame prospects and they are going to 
sell their goods if there is any possibility of doing so. 
So that we are going to find competition. But if we are 
to curl up under these conditions and not fight for our 
share of the business we are not worth our salt. 

But don’t wait until the buildings are completed be 
fore you start after the business. Get after your build 
ers and architects now and plug as you never have 
plugged. When possible get them to specify the lines 
that you are actively pushing. It will certainly pay you. 
sut this is the time to do it. Time, as a matter of fact 
is an important element just now. Take advantage of 
the time that you now have to create future business. 
It won't be long before that future business is present 
business and the checks are flowing in. But get after it 
and keep after it. 





If everybody in your community is talking about how 
poor business is, then your opportunity is knocking at 
your door. Get out and convince the other fellow that 
business is good because you are making it good. Don’t 
stop to talk about it, but just hustle. 


It will pay in good 
American dollars and cents. 
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The Use of Slogans 


Expressing Your Service Policy by Means of Snappy Sayings 
By ERNEST A. DENCH 


Service in business to-day is taken for granted. The 
business that expects to make progress without offering 
service in some form or other is on the wrong track. 
Service, properly rendered, has made more businesses 
than possibly any other factor. Service, badly ren 
dered, has also had a lot to do with business failures 

See that your service is right before you attempt to 
sloganize it, for misleading advertising will not get you 
anywhere. If anything, it will retard your progress. 


Service as a Whole 


When your service excels in no particular phase of it, 
the best policy is to hammer home the excellence of 
your service as a whole. This kind of slogan, judging 
by the larger number of examples at my disposal, is 
preferred by the majority. It gives you an excellent 
opportunity to cover all kinds of service in a single 
sentence. 


The House of Quality, Service and Prices Unbeat- 


able-—Brown- Davies, Ltd., Medicine Hat. Alta.. 
Canada. 
For Service and Satisfaction Joseph Berger 


mann, Bruno, Sask., Canada. 

The Siore That Service Built. 
Toronto, Canada. 

People with a Service. 
Toronto, Canada. 

The Store of Service.——A. H. 
Edmonton, Alta., Canada. 

At Your Service.—Lynn-Gould Company, Bruns 
wick, Ga. 

Hlome of Service 
Kalamazoo, Mich. 

Square, Sincere Service.—A. S. 
W oonsocket, R. 5, 

Service Is Our Hobby. 
Wash. 

Where Service Is a Habit. 
Carlisle, Pa. 

Service First That Counts. 
pany, Grand Rapids, Mich. 

Our Habit. Efficient Service—Telkwa Transfer, 
Smithers, B. C., Canada. 

The Service That Keeps Its Promises. 
bon & Carbon Company, New York. 

If Service and Quality Count, Try Us. 
cery, Burlington, Kan. 

Shorter Hours; Better Service. 
seph & Loeb, Birmingham, Ala. 


F, Macnab & Co., 
W. Walker & Son, Ltd. 
Esch & Co.. Ltd., 


Hiome Furnishing Company, 


Cook Company, 
Kinney Supprell, Everett, 
Stephens Drug Store, 
Powers Butter Com 
Royal Rib 
Star Gro 


Lovemann, Jo- 


Service First.—Edison Electric Company, Duluth, 
Minn. 

Intelligent Electrical Service. 
mento, Cal. 

Yours for Service. 
Minn. 

Clark’s 100 Per Cent, with Fvery Appliance. 
Arthur Clark, New Jersey. 
Where You and Service Meet. 

Bellingham, Wash. 


Service That 


Hobrecht’s, Sacra- 


Electric Company, Faribault, 


Page & Snyder, 


Serves.—Regan, Haverhill, Mass. 


Courteous Service 


There is nothing more harmful to a business than 
service that is given begrudgingly. People resent a 
condescending attitude just as much as if no service 
were given at all, so it pavs to show your consumers 
that you really mean it when you offer service. And 
the parts that a smile and a cheerful, willing attitude 
play in this connection are very important indeed. 
Therefore, courtesy should be insisted upon on the part 
of vour employees. A few suggestions: 


Sunny Service 
Man., Canada. 

Courtesy Is Our Motto, Polite Service. 
Tire Shop, Ottawa, Ont., Canada. 

The Stores of Smiling Service. 


Sun Drug Company, Winnipeg, 
Ottawa 


(suarantee Shoe 
Company, Chattanooga, Tenn. 
The Big Store of Smiling Service. 
Schenectady, N. Y. 
Clean, Courteous Service. 
port, La. 

The House of Courtesy. 
Baltimore, Md. 

Courtesy: The Keynote of Shepard 
Shepard Stores, Boston, Mass. 

We Aim to Make It Our Business to Be Courteous 
for Courtesy’s Sake.— Mandel Pros., Chicago, Iil. 


Carl Company, 
Auto Laundry, Shreve 
Phillipsborn Company 


Service.- 


Service First and Foremost 


The price appeal and service are directly opposed to 
each other, for the good and simple reason that cheap 
work or merchandise is sold on the lowest possible 
margin of profit. When service is given with cut rates 
it is generally of a superficial kind. People these days 
who demand the utmost in service are prepared to pay 
for it, so there should be no hesitation in fixing the 








The other fellow has some good ideas when it comes to selling. 
rowing a few so that you can see what they are doing.—Editor. 


We are bor- 
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price to cover all possible demands that consumers may 
make of you from time to time. 


The Best Service in Town. 
Taw, Sask., Canada. 
Service the Best—Cawker’s, Medicine Hat, Alta., 


London Cafe, Moose 


Canada. 
We Do Our Work a Little Better than Seems 
Necessary.—Grand & Sons, Ltd., Vancouver, 


B. C., Canada. 

The Home of Good Service.—-Pyramid Motor 
Company, Charlotte, N. C. 

The Store of Superior Service— Doig, Rankin & 
Robertson, Ltd., Brandon, Ont., Canada. 

The Store That Gives Good Service.—Potter & 
Shaw, St. Catherines, Ont., Canada. 

He Profits Most Who Serves Best.—Foster Com- 
pany, Fort Wayne, Ind. 

Shaw Service Satisfies—Shaw Company, Tacoma, 
Wash. 

Price, Quality, Service.- 
Pomona, Cal. 

Service That Really Serves. 
Company, Pawtucket, R. I. 


Avis Hardware Company, 


Lynd & Murphy 


Giving Prompt Service 


Prompt service is also a factor that counts. People 
hate to be kept waiting longer than is absolutely neces- 
sary, and particularly do they resent being put off from 
day to day. If you make a promise that a certain 
thing will be ready at a certain hour, see that the cus- 


tomer is not disappointed. Better be perfectly frank 
with your patrons and take a day or two longer than 
to cause them to make unnecessary calls. Here, too, 
the slogan is assistance. 


We Are Prompt; We Are Careful—Manhattan 
Pharmacy, Ltd., Vancouver, B. C., Canada. 

Quick, Efficient Service for Out-of-City People. 
Dr. Grady, Vancouver, B. C. 

The House of Quick Service.—Newark Electrical 
Supply Company. Newark, N. 

What You Want When You 


Want It.—Jones’ 
Grocery, Enid, Okla. 


Always at Your Service, Day and Night.—Bed- 
ford Cycle Company, Derby, England. 
As Near You as Your Phone.—-John I. Bronson 


Company, Jacksonville, Fla. 
Personal Service 


The smaller your business the better the opportunity 
for personal service. This, too, can be adequately ex- 
pressed through the slogan medium. 

The Store of Personal Service.—Parker’s, Ltd., 

Calgary, Alta., Canada. 
Sincere, Personal Service.- 

ansville, Ind. 


,itterman Bros., Ev- 


An attempt has been made in this article to offer a 
varied selection of slogans so that you may find one 
ihat fits in with your business like a glove. 





Business Getting Plans 


(Continued from page 292.) 


get some of your patrons back into the habit of baking 
instead of patronizing the delicatessen shops, though 
you need not advertise that fact and thereby incur the 
displeasure of the bakers. 

In order to set people thinking about how they can 
make more use of your service, of the convenience of 
gas light and heat, offer a prize for the list sent in giv- 
ing the largest number of practical uses of gas in the 
home. Advertise this prize offer well, and have second 
and third prizes, and announce that a souvenir will be 
sent to every contestant. In this way you get a maxi- 
mum number of contestants. People will not very gen- 
erally go into a prize contest where there is only one 
prize, or where there are only two or three chances of 
getting anything in return. Most people think they will 
not win, and will iust waste their time. Every con- 
testant will give a good deal of thought to unusual ways 
of making use of gas, and this cannot fail to set many 
of them making use of those ways. When the returns 
are all in you can publish the winning answers and you 
can publish a complete list of all the different uses sug- 
gested, and this will open up new users and make larger 
users out of the old. 

Keep watch of the marriage license bureau and com- 
pile a list of the newlyweds, and to each new bride send 
a little letter of congratulation. Suggest that you will 
be glad, if there is any trouble with the gas service or 
if she would like any information or help in getting 
her home suitably equipped, to send someone to assist 
in adjusting matters. Make good use of this excellent 
opportunity to get the good-will of a new consumer and 


to establish the right kind of relationship for what is 
likely to be a long term of service. 

Any kind of advertising or other effort that develops 
new users is highly constructive. One new user will 
in time pay a big return on whatever expense was in- 
curred in getting him lined up. Work your hardest in 
getting the new business. Make your service so good 
that the old business will stay by you. Don’t settle 
back and take what business comes and expect to con- 
tinue to produce dividends just because you may be 
making a profit right now. 


S. T. Murdock Dead 


Indianapolis, Ind—Samuel T. Murdock, one of the 
best-known business men of the Middle West, died 
March 21, a victim of Bright’s disease, at his home, 2820 
North Meridian Street. He was the son of the late 
James Murdock of Lafayette, whose business reputa- 
tion was of national scope, both men being known for 
their large business enterprises and Mr. Murdock was 
noted for his skill and ability to improve public prop- 
erties and utilities. 

He was born in Lafayette fifty-three years ago and 
came to Indianapolis five years ago. He was interested 
in a score of traction companies, chief among which 
was the Chicago, South Bend and Northern Indiana 
Traction Company. A large owner in the Indiana Gas 
Company, he was also interested in many natural and 
artificial gas companies over the State. Since his ad- 
vent in Indianapolis he became president of the Capitol 
Warehouse Company and recently sold a large interest 
in the Indianapolis Cordage Company, which he op- 
erated for a number of years. 
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Advertising and Merchandising in a Small City 


Methods That a Regular He-Man Uses to Produce Results 


By WILLIAM P. ADAMS 


Appliance Sales Manager, Cumberland County Gas Company, Millville, N. J. 


At the close of the recent war a goodly number of 
gas companies resumed the practice of selling appli- 
ances to their consumers, which practice was more or 
less curtailed during the conflict. Other gas com- 
panies who had never seen fit to organize an appli- 
ance department began to fall in line, and thus it was 
that at the beginning of 1920 nearly every gas com- 
pany in the United States was eagerly, actively push- 
ing the sale of appliances, 
and all through that year 


vertisements whether it can afford to buy or not, and 
when it is in the market it patronizes the merchant 
who has actively, persistently advertised. 

Our methods are perhaps no different than most 
firms. We subscribe to a well-known advertising 
agency, and secure electrotypes from firms whose 
goods we sell. These cuts are filed and a systematic 
schedule, planned well ahead for their use, is fol- 

lowed out explicitly. We 





of undreamed-of extrava- 
gance, when the public as 
a whole demanded and 
craved something — any- 
thing to spend their fabu- 
lous wages on. 

Our company prior to 
1920 never made any seri- 
ous effort to merchandise 
appliances, although hun- 
dreds of ranges and heat 
ers had been installed, it 
was simply a case of the 
buyer seeking the seller 
rather than the opposite 
And so we were rather 
unprepared for this orgy 
of spendthrifts. Had we 
a well-perfected working 
organization at that time 
there is no doubt that the 
sale of appliances would 
have netted a large rate of 


quarters. 


that phrase 


Mr. 
you. —Editor. 





Here are some plain, unvar- 
nished truths right from head- 


a lot, we are frank to say, but 
particularly we are stuck on 
“*a class of weak- 
kneed, spineless, placid 
merchants . . . who literally 
hibernated.’’ Willour readers 
kindly rise and give three 
rousing cheers and a tiger for 
Adams? 


—-- armen . _ sometimes use the “copy” 
supplied by the advertis- 
with 


ing agency, minor 
changes to meet local 
conditions, and some- 


times use original “copy.” 


. . E In a small community, 
We like this article this seems to produce 
more results than the 


high-sounding phrases 
from the agency. 

\Ve do not confine our 
advertising to merchan- 
dising alone, often using 
educational material for 
variety. The service of- 
fered by the A. G. A. Ad- 
vertising and Publicity 
Section and the Emer- 
gency Committee, has 
been used to good advan- 
tage. We have also found 
that tying up with na- 
tional advertising both by 
newspaper advertising 


We thank 








profit. As it was, we did 
better than to “break 
even,” which is remark 


able, considering our limited force and our inability 
to secure competent outside salesmen. 

Then came the “slump.” The mere fact that there 
has been a slight business depression in the last few 
months, is all the more reason why sane retailers 
have put more vim in their advertising. Of course, 
there is a class of weak-kneed, spineless, placid mer- 
chants, who, when this lull came, literally hibernated. 


They stopped buying, stopped advertising, and 
stopped selling. They originated, magnified, and 


spread the pessimistic idea that hard times had struck 
us. Granted that business conditions recently have 
not been up to standard, all the more reason that op- 
timistic propaganda should be instilled into the na- 
tion if we ever expect to regain normalcy. Progress 
is founded by workers who believe they can rather 
than doubters who are satisfied they cannot. 


Have Advertised Vigorously 
We have advertised more vigorously in the last 


five months than ever before, and the results have 
proven to us that it has paid. The public reads ad- 


and show window dis- 

plays has been beneficial 
to our business. The ads are changed twice a week. 
\Wednesdays and Saturdays. At the top of each of 
our ads appears a trite, seasonable saying or short 
verse, below which is the cut, followed by our mes- 
sage, the prominent features of which are capitalized, 
and concluding with the name, address and telephone 
number. Clippings of these ads are filed in a scrap 

k for future reference. 


DOOkK 


Following a System 


In conjunction with our newspaper advertising, we 
have a systematic method of mailing letters and cir- 
culars to our consumers. We keep in touch with the 
local architects and builders and get a first-hand list 
of prospects even before the application for service 
and meter is formally made. And when the Newly- 
weds return from their honeymoon they receive a 
letter from us stating our business and requesting 
their patronage. These are, of course, conditions that 
can be better handled in smaller communities than 
in the larger cities. In our case it is the “personal 
touch” that goes a long way toward getting new bus- 
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When the Legion of Honor held an industrial show 
recently in the territory served by the Cumberland 
County Gas Company, one of the handsome booths 
was that of this enterprising organization. It cre- 
ated a lot of favorable comment and it sure did 
show enterprise. The booth is pictured above. 


iness and retaining the old. A plan was recently dis 
cusséd at one of our weekly meetings and will no 
doubt soon be put into operation, whereby a company 
representative will follow up the meter setting crew 
with a personal visit to ascertain if the gas service is 
satisfactory and if any new equipment is needed 
This is not only a good-will stunt for the gas com 
pany, but it is a distinct advantage 
partment. 

\Ve have not reached the stage of self-satisfaction, 
for although we have been working along conserva- 
tive lines, we are always on the lookout for new and 
better ideas. 


to the sales de 


Put Your Shoulder to the Wheel 


(Continued from page 290.) 


cheaper to burn gas for the ordinary industrial use 
than it will to burn coal. Just so long as that condi 
tion maintains the manufacturer is really having the 
greater part of his sales work done for him by the 
very natural law of economics. To aid the rule of 
cost government he has back of him the educational 
work during that period before the war when h: 
sought to develop commercial business plus the more 
intensive campaign when he sought rate increases to 
permit him to go on supplying so necessary a com 
moditv: rate increases, too, that permit a normal 
return of profit on moneys invested. 


So when it comes right down to actual facts and 
figures the gas manufacturer of the present, generally 
speaking, is in a better position to see brighter day 
light than men in almost any other class of business 
Ife has a rate based on present costs and present val 
uations of property. If he ever had any water in his 
company stock it has been pretty well squeezed out 
hy the well-nigh crucifving times through which he 
passed during the war. He has a rate that permits 
him a fair return on his capital, a rate which for the 
most part will stand. It is sadly true that nearly 
every gas maker in the country needs capital right 
now and needs it sorely for plant development and 
distributing equipment, but even that side of the in 
dustry does not present nearly se dark an aspect as 
it did a few months or a year ago. There is a very 
well-detined feeling among those men who control 
large quantities of capital that the public utilities of 
the nation must be conserved if capital already in 
vested is going to be protected properly, and there 
seems to be a gradual easing of the money situation 
far \nd ther 
again may be seen the tremendous value of the vary 
kinds of general educational work 
for the public itself 
kindly feeling toward gas and electri 


SO is utility securities are concerned 


ing done by th 
has a far more 


1° 


gas industry, 
light and street 
railway company stocks than it formerly 
individually is not nearly so chary of investing i 
locally controlled utility corporations. 


\nd with this veneral, 


and 


t 


had, 


even though very gradual, 
improvement in the money situation the gas manu 
facturer is reaching that more or less ideal position 
where he is not going to have to worry much about 
credits. Once he can get money sufficient into his 
company to run along successfully and equip his 
plant up to the point that he is able to supply the 
greatly increased demands for his product, then he 
isn't going to have to worry much about credit 
Mhere isn't any such thing as his having to provide 
credit for his customers—as many gas men are wisely 
beginning to call their consumers, for the reason 
that customers are treated as such by the far-seeing 
business man, while consumers usually get that tvpe 
of treatment accorded only to those unfortunates who 
are forced to purchase a given commodity in order to 
go on with their daily routine. And if not having to 
give credit to buyers of wares is not to be 
counted as a genuine blessing right now, then let us 
all know what may be. 

So, taken all in all, men in the gas industry to-day 
are not so badly placed. Generally speaking, they 
have rates that are “fairly fair.” and in many in- 
stances well founded precedents have been estab 
lished by courts and commissions that a rate that is 
not based on an honest profit for an honest product 
should not, must not and cannot stand, ré 
conditions at the time it was fixed or 


which it was determined. Thev have 


one’s 


go irdless of 
statutes under 
economic con 
ditions that stand out big as real way of 
developing industrial business. Thev have the added 
advantages gained by the various types and processes 
of education of their public. Truly it would 
that in the gas industry more than anywhere else, 
almost, does that man stand more correct who shouts 
from the housetops that fundamentally everything is 
all right and that all that is needed for men big in 
the industry to get out and get their reward for the 
long and trying and exceedingly lean last five years 


aids in the 


seem 
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Featuring Heaters for Spring 


Getting Timeliness Into Your Sales Campaigns 


By WILLIAM B. STODDARD 


Despite the fact that spring is here there will! be 
many chilly days before June weather. how 
ever, people will begin to let the furnace fire die out 

and then on the chilly mornings and evenings they 
will feel the need of something that will quickly tak: 
the chill off the rooms. This is the oy : 
the gas men, and they should push th: 
heater for all it is worth the next two n 
New Orleans Gas Com 


=“oon, 


portunitv ot 
convenient 
onths. Phe 


] 


Don’t delay. Call our engineers now. Their 
advice, based on many years of experience is yours 
for the asking. 

Trt 
(ood health demands uniformity of tempera 


ture indoors. Extremes are bad for adults, and 
worse for little tots. 


(JAS CoLp BARRIER 


Many a house is warm and 


comfy in spots, but 





pany, New Orleans, la., 

advertised recently : 

“THe lIpeEAL BIRTHDAY GIF" 
FOR MoTHeER, \\ Iki 


OR SISTER 


“It’s a gift she wil 
preciate 365 


vear, and for 


days 11 
many Ve< 
cift that 


more 


to come 

make home cheer 
ful, one which gives a 
constant source of pleas 
ure, one which will please 
on account of its useful- 
well as 


appearance. 


ness as 


A GaAs HraTEeR 
is the birthday or anni- 
versary gift which will 
delight any homekeeper’s 
heart, and will give pleas 
ure day in and day out. 
‘A dozen styles of heat 


sults. 





What could be more timely than ac 
appealing toa housewife to buy a 
room heater, just as she is debat- Ti 
ing whether to start a riot or a 
fight with “‘hubby’’ for letting the What is 
furnace go out? It’s like handing 
a fellow a match to light his pipe x] 
peiansf when he has decided that the world 


is all wrong, because he lacked the 


necessary lucifer. 
good ideas that have produced re- 
Why not for you? cal 


cold corners predomi- 
nate. If your 


ld corners, 


house 
has anv CO 
them with 


heating SVS 


eliminate 
best 


tem 


Rector Syst 
Huser 


RADIANTFIRI 


OR Till 


U more € 

sential than comfort 
and health in 
home? QOur experts 


your 


are at your service to 

tell you how you may 

secure both 

é 

Last, and best of all, 
was the ad which visioned 
the relaxation and physi- 
comfort 
through a gas heater: 


Here are some 
possible 


SOLID COM FOR’ 


With 





(JAS 





ers, as well as many other 
gas appliances suitable 
for birthday, anniversary or wedding presents can be 
seen at 
“The New Orveans Gas Company” 
ne swallow doesn’t make a summer, however, 
and it takes more than one suggestion to sell the idea 
of gas heater convenience to the general pubic. With 
this in mind the Pacific Gas & Electric Company, 
Redwood City, Cal., have been running an entire se 
ries of ads, each driving home the comfort of gas 
heaters, and each making the human interest element 
a decided factor Among the telling suggestions are 
Gas INsures Ratny Day Comror' 
The satisfaction of knowing your home is pro 
vided with heating equipment for any emergence, 
is well worth your serious consideration 


Wen Iv Is Neepep 
\ full line of gas heating equipment awaits 
your inspection. 
The Radianthre, the Rector System 
and recommended by this company. 


GAS ServICE AssurRES HEA’ 


installed 


Acomfortable 

chair, slippers, smoking jacket and pipe awaiting. 

Yet without warmth, the clean, appealing 

warmth that the RECTOR SYSTEM OF GAS 

HEATING means to a home 
the scene is. 


-how uninviting 
Think it over. Decide now whether your heat 
ing is all that it might be. If it isn’t—if there are 
cold corners in your home—if the furnace re 
quires a lot of attention and the fuel makes a lot 
of dirt and work—telephone us. We want to 

tell you about the 


SoLtip ComFort With GAS 


Ilsut no matter how much these heaters be plaved 
up in the newspapers, an appeal to the eve as well as 
to the understanding should be made. and an 
tive display of them will gain more attention than 
any other method of advertising. A simple yet trade 
compelling trim was used by the Springfield Gas 
(company, Springtield, Ill. The window [ 
backless variety, permitting a view of the pleasant 
and well-lighted and a short curetain of 
green silk formed sufficient background for the heat 
ers. There were half a dozen on display, each of a 


eltec 


was of the 


salesr om, 
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TAKEC@THAL CHILLY 
PLelLib*eGer® (OMMRDOMS 





One of our early ambitions was to emulate O. Henry 
and write a story of an incident taking place in 
Springfield, Mass., ending the yarn with the ques- 
tion of what was taking place in Springfield, Ohio. 
Thanks to Mr. Stoddard and Mr. Blood, we are 
able in this issue to tell what is taking place in each 
city. By the way, the above photograph is a win- 
dow display installed by the Springfield (Ill.) Gas 
Company. 


diflerent variety, showing that they could be secured 
to harmonize with any scheme of room decoration. 
Down close to the glass was an electric sign, with 
letters of red—most appropriate for a heating sign 
“Take That Chilly Feeling from Your Rooms.” 





Some of the Sin in Gas Merchandising 


(Continued from page 293.) 


company employee to remain on the pay-roll of the 
company if he would not change his bearing and at- 
titude toward gas consumers. 

A certain electric light company was afflicted with 
a goodly number of employees of this type. As a 
result, it not only lost customers, it drove them 
away. tventually this attitude resulted in a very 
large government distributing and generating en- 
terprise, and that electric light company has since 
been paying the price of cheap employees of narrow 
vision. whose foresight and hindsight are both blind. 

Sins in gas merchandising are not so likely to be 
present in appreciable quantities in the sales depart- 
ment itself as they are in other departments. The 
sales department may have its faults; in fact, it is 
pretty sure to have its faults. Put in business, as in 
social life, the worst sins are likely the secret sins. 

A certain family decided to install an all-gas 
kitchen. The order was placed with the gas com- 
pany for the equipment. The appliances were de- 
livered and the fitters came onto the job. These par- 
ticular men were not especially neat. The language 
they used was not exactly of the type you would ex- 
pect to listen to in church or Sunday-school. In 
fact, they would not have used this language had 
they thought that anyone in the house could hear 
them, but they were quite sure that there was no 


one in any room near enough to hear it. Finally, 
just before leaving, one of these men rolled a ciga- 
rette and lighted it while he was still in the house. 

That customer made no complaint to the company. 
The work itself was well done. Before the men had 
left they had cleaned as best they could all the muss 
they had made. ‘That customer, however, did tell 
her experience to her friends, and advised them to 
buy no appliances from the gas company. 

As 4 direct result of these two fitters having done 
things they ought not to have done the salesman in 
that district lost the sale of no less than six all-gas 
kitchens and there is no way of measuring the dam- 
age done to the gas company. 

Of course, not enough Sunday-school teachers and 
people of like character can be persuaded to act as 
fitters to keep all these positions filled, but it is pos 
sible to emphasize the importance of right conduct 
and right speech in the homes of the consumers, even 
though there is reason to believe that there is no 
one within hearing. It sometimes happens that the 
mistress of the household that is going to occupy a 
new house happens on the scene when she is least 
expected, and the only way that the gas company 
can make certain that no harm will be done by the 
men on the job to the good-will of the company is to 
require them to conduct themselves as perfect gen- 
tlemen at all times while they are on duty. 

This may seem like setting rather high standards, 
‘specially since the war, when some of the executives 
are not qualifying in all respects as gentlemen of the 
old school. Nevertheless. it must be borne in mind 
that the gas company is bound to do a considerable 
amount of work on the premises of the consumers, 
ind the way in which the employees who do this 
work conduct themselves has a great deal to do with 
the way the consumers feel toward the company. 

One of the sins of merchandising, that is bound to 

encountered in all classes of business, is that of 
thinking so much about the needs of the company 
that the needs of the customers are almost, if not 
completely, forgotten. Everyone has seen or heard 
of campaigns that have been carried on by the busi- 
ness men of certain communities to get the people 
to trade at home. 

In all of these campaigns that have not succeeded 
a great deal of stress has been placed upon helping 
the home dealers. Now, it happens that no one 
wants to help the home dealer to the extent of paying 
him a penny more for anything than the same can 
be purchased for elsewhere. The result has been 
that people have not helped the home dealers. They 
have looked upon these campaigns as a joke and 
have gone merrily on their way buying where they 
could buy the cheapest. 

Gas companies are now facing very serious prob 
lems. It is the most natural thing in the world to 
ask the community to help its company, to fight for 
higher rates, lower standards or something else. The 
last thing that appears to enter one’s mind when he is 
hardest pressed is that the obvious thing to do is to 
show the people how they are going to benefit, how 
they are going to get their gas service cheaper by 
having the rates changed or the standards changed. 

The sort of merchandising that is needed in a case 
of this sort is the same kind that Tom Sawyer used 
when he wanted to get that fence painted without 
doing it himself. That was real merchandising be- 
cause it left everyone pleased and satisfied. 
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Denver Gas Situation 
Statement of Company Outlines Needs for 
This Year 
By J. B. DILLON 
lor a long time the Denver Gas & Electric Com- 
pany and the city of Denver have had a war of words 

relative to the price of gas. 

Karly last summer the gas company served notice 
on its largest consumers that they must economize 
on gas, or there would be a shortage during the win 
ter. ‘They also advertised in the newspapers that 
anyone contemplating any new gas installations of 
large proportions should see them before they made 
final arrangements. 

The prominent causes that made the restrictions 
necessary were, according to T. O. Kennedy, general 
superintendent: “Coal advanced to such a high price 
many people use gas in preference, there being a 
great saving to them. The growth of the city making 
a greater consumption, although our productive ca- 
pacity is 50 per cent higher than in 1915, it is inade- 
quate to meet the demand, yet we are drawing con- 
stantly on our reserve supply. The reserve supply 
is practically reduced to nothing about noon when 
we reach the peak load. 

“In 1918 the State Public Utilities Commission in- 
creased the gas rate from 85 cents to 95 cents per 
thousand cubic feet, but the rate was made null and 
void by the supreme court’s decision in the telephone 
company case, the court holding that the Utility 
Commission had no control over rates charged by 
Menver public utility companies. 

Company Lacks Capital 

“The gas company has not sufficient capital to 
further increase the capacity of the plant; the only 
way we can gain that is by reducing operating costs, 
or increase gas rates. It is impracticable to reduce 
the operating expenses, owing to the high cost of 
labor, and the supreme court denies us an increased 
rate. 

“About 60 per cent of the gas is made from coal, 40 
per cent from oil, and as these commodities have in- 
creased enormously within the past five years it is 
readily seen that our expenses to conduct the plant 
have increased greatly, while our charges to consum- 
ers remain the same, and as a further drain to our 
revenue the city of Denver insists that gas sales in 
excess of 75 cents per thousand cubic feet we must 
pay over to her the excess. 

“Not less than $2,000,000 should be invested in our 
gas department during the next twelve months, vet 
a glance at the rate charged in Denver as compared 
with the rates charged in other cities will prove that 
we cannot undertake any such expenditure, our entire 
earnings having been wiped out. Practically a year 
later it is now said that Denver is losing many valu- 
able industries because the Denver Gas & Electric 

Light Company will not make any new contracts to 
furnish gas and that these charges may be investi- 
gated by the Civic and Commercial Association.” 

Why were not the claims of the gas company who 
really forecasted just such events investigated at the 
proper time and not wait until the American Health 

Food Corporation had abandoned plans for installing 
a $100,000 plant here, because it could get no con- 
tract from the gas company to furnish gas? 
The gas company officials contend that they are 








still losing money at the present gas rate and cannot 
take on new business to lose more, and have not the 
capital for extension. \What is that we heard about 
locking the stable door, huh? 

Comment Relative to the Case 

In commenting upon the action of the company 
refusing to furnish gas to new large consumers, 4 
prominent citizen, writing in a local daily paper, has 
this to say: 

‘Now comes the Gas & Electric Company and says 
that it cannot serve the people of Denver unless they 
pay more money for gas. There is something wrong 
about this ‘There is a corporation called “Cities 
Service.” It is made up of the gas and light com- 
panies of between twenty-five and forty cities and 
Denver is in the list. Henry L. Doherty is at the 
head of the combine and it has done so well that its 
shares have gone up from 70 cents to $2.37. That 
was the market price a short time since, and that does 
not look like a sick corporation. 

‘It isn’t many months since the ‘Cities Service’ 
corporation sent me a printed letter advising me to 
buy some of its shares. As I remember it, the letter 
said that the company had a surplus of $80,000,000 
and going with frightful rapidity, and that Denver 
was in the combine. That is why I say there is some 
thing wrong. If the other towns in the combine are 
in as bad way as Denver, how are you going to ex- 
plain the $80,000,000 surplus? If Denver is a lame 
duck in the combine and not able to furnish her part 
of the profit it stands to reason they would drop her 
out. If the Denver plant is hard up, why don’t they 
tap the surplus?” 

The writer is not able to cite the complete figures 
of recent receipts and expenditures and, of course, 
cannot logically take sides as to who is right and who 
is wrong, but, regarding the combine mentioned, it 
would appear that perhaps the other cities are paying 
a rate that permits of some profit, whereas Denver 
is not. 

Surely it would not be proper to tax other cities 
for what Denver uses. 

It is a truism that either the rate or the gas com- 
pany is wrong, and whichever it is, must be righted. 

\rguments, either of praise, or censure will not cor 
rect the wrong. 

Withal, an excessive or losing rate in any city is 
bad form and sooner or later must cease, hence it is 
that as the cards are on the table somebody will hold 
the winning hand, and if anyone has been bluffing as 
to the value of the hand they held there is no chance 
of them winning. 

Now to give you the latest report of the “Cities 
Service,” as given out locally. 

Cities Service Company earnings for Feb., 1921 
show the effect of the reduction in price of crude oil, 
but the results of the month were most satisfactory 
Public utility operations show good gains in Feb 
ruary. 

tiross earnings for the month of February, 1921 
were 31,442,699. After payment of all expenses, in 
terest and dividends on the preferred stock the ba! 
ance for common stock was $804,234 

For the twelve months ending Feb. 28, 1921, gross 
earnings were $23,760,215. After payment of all ex 


penses, interest and dividends on the preferred stock 
the balance for common stotck for the twelvemonth 
period was $16,382,372. 
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Public Utilities Securities 


Report 


Market 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


—Market— 
Mar.31,1921 
Company Issue Maturity Bid Asked 
American Lt. & Trac. Co....... Five Year 6s....... May 1, 1925 8914 90% 
Brooklyn Union Gas Co........ First Consol. 5s.... May 1, 1945 77 78 
Columbia Gas & Elec. Co..... aS | ee Jan. 1, 1927 84 85 
Consol. Gas, Elec. Lt. & Pr. 

Co. of Baltimore........ First Ref. 7%4s..... Dec. 1, 1945 99144 100% 
Consol. Gas, Elec. Lt. & Pr. Co.. General 4%s....... Feb. 14, 1935 75% 76 
Consol. Gas Co. of New York...Sec. Conv. 7s...... Feb. 1, 1925 99H, 109 
Consol. Gas Co. of New York... One Year Sec. 8s... Dec. 1, 1921 9934 100 

New Amsterdam Gas Co..... . First Consol. 5s....Jan. 1, 1948 59 61 
Denver Gas & Elec. Co....... ...- Gen. (now 1st) 5s..May 1, 1949 81 82 
prtrest Cae Ges Cis cc cctccccee GOW OB. ick cicscacs Jan. 1, 1923 90 92 
Equitable Illum. Gas Lt. Co. of 

Philadelphia ake We Wake xo casees Jan. 1, 1928 O4 9512 
Hudson County Gas Co......... PMGt BO.ccccccee ... Nov. 1, 1949 74 77 
Laclede Gas Light Co........... Ret, & Ext. &e......4 Apr. 1, 1934 71 72% 
Louisville Gas & Elec. Co....... First & Ref. 73..... June 1, 1923 94 95! 
Michigan Light Co.......... cooe rret & Ret. Ss... Mar. 1, 1946 70 75 
Milwaukee Gas Light Co........ WG: Bh crctodnayce eee 1, 2987 8214 83% 
Pacific Gas & Elec. Co.......... Gen. & Ref. 5s..... Jan. 1, 1942 77 77! 
Pacific Gas & Elec. Co.......... Col. Tr. Conv. 7s... May 1, 1925 96 97 
Pacific Gas & Elec. Co...... doce eeet @& Bek. Weiss Dec. 1, 1940 98 99 

Cal. Gas & Elec. Corp......... Unif. & Ref. 5s..... Nov. 1, 1937 84 8414 
Peoples’ Gas Lt. & Coke Co..... Refunding 5s....... Sept. 1, 1947 70 71 

Chicago Gas Lt. & Coke Co... First 5s............ July 1, 1937 72 74 
Portland Gas & Coke Co........ First & Ref. 5s.....Jan. 1, 1940 75 77 
Seattle Lighting Co............. Refunding 5s.......Oct. 1, 1949 64 66% 
Southern California Gas Co...... a” eer Nov. 1, 1950 84 86 
United Gas Improvement Co....Two Year 8s....... Feb. 1, 1923 9914 9934 
Utica Gas & Electric Co........ Ref. & Ext. 5s.....July 1, 1957 76 78 
Washington Gas Light Co....... fo eae Nov. 1, 1960 78 79 
Western States Gas & Elec. Co. 

OF SD ik cviadcweuns First & Ref. 5s..... June 1, 1941 73% (75! 








American Gas & Electric 
Company Report 

American Gas & Electric Com- 
pany reports gross earnings of sub- 
sidiary companies for the year end- 
ed Dec. 31, 1920, of $15,350,937, 
compared with $12,331,198 for 
1919. Net earnings were $4,686,- 
281, against $3,867,100 for the pre- 
vious year, while amount appli- 
cable to preferred dividends of 
American Gas & Electric Company 
was $1,971,080, equal to 414 times 
the amount required for dividend 
payment on the company’s $7,696, 
750 outstanding preferred stock, 


and compared with $1,983,937 for 
1919. 

Surplus after payment of pre- 
ferred dividends was $1,509,275, 
equal to over 26 per cent on the 
company’s $5,772,650 outstanding 
common stock. This compares 
with $1,597,107 for 1919 and $587,- 
966 for 1918. 

More than 90 per cent of gross 
earnings of the company are de- 
rived from electric power and light 
business, which during the past 
few years has proven much more 
profitable than other public utility 
business, and accounts for the 
good showing in earnings during 
that time. 


Western States Report 

Lodi, Cal—The Western States 
Gas & Electric Company reports 
to the Railroad Commission for the 
year 1920 that its operating reve- 
nue was $2,224,909.89; operating 
expenses, $1,484,812.93, giving a 
net operating $7 40,- 
096.96. 

Interest, rent and other deduc 
tions totaled $445,901.35. The net 
corporate income for the year was 
$294,195.61. The surplus at the be 
ginning of the year amounted to 
$124,277.54. The company de- 
clared dividends of $241,263.05 dur 
ing the year, leaving an accumu- 
lated surplus at the end of the year 
of $177,210.10. 


Bond Issue Allowed 

Los Angeles, Cal.— The State 
Railroad Commission has granted 
authority to the Los Angeles Gas & 
Electric Company to issue $2,900,000 
in bonds. Of this amount $2,500, 
000 will be used in construction work 
to extend the system and enlarge 
plants. At the same time an applica 
tion was filed with the commission 
by the Southern Counties Gas Com 
pany for authority to issue $1,500,- 
000 in bonds for the betterment of its 
system and other purposes 


revenue of 





Purchase Oil Company 

H. M. Byllesby Company an- 
nounce that on behalf of the Stand- 
ard Gas & Electric Company they 
have acquired upon a highly favor 
able basis the stock and other in- 
terests in the Shaffer Oil Refining 
Company. C. B. Shaffer, J. K. D. 
Shaffer and their associates have 
resigned and have severed their 
connection with the Shaffer Oil 
Refining Company. G. N. Moore, 
general manager of the refining 
and sales department of the Shaffer 
Oil Company, has been elected 
president to succeed C. B. Shaffer 
An announcement will be made to 
Shaffer stockholders in a_ short 
time regarding a proposed reduc- 
tion in the outstanding common 
stock of that company. 
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Starts Unusual Suit 

Charleston, S. C.—A suit of a 
rather unusual sort, one in which a 
defendant is being sued on an al- 
leged guarantee concerning the 
payment of a gas bill prior to the 
user of the gas going into bank- 
ruptcy, was filed in the court of 
common pleas here. 

The suit is that of the Charles 
ton Consolidated Railway & Light- 
ing Company against Marcus 
Bloom naming the sum of $144.85 
and costs for gas and electrical cur 
rent said to have been used by the 
Palace of Sweets, during the op- 
eration of the concern at 307 King 


Street during several months in 
1919. 
The suit alleges that Bloom 


guaranteed the payment of the bill 
for and electric services, F. 
Myers being at the time the man- 
ager of the Palace of Sweets. The 
concern seems to have operated 
from Jan. 14 to some time in June, 
1919, when it was adjudged bank- 
rupt. Now the plaintiff in the suit 
is seeking to recover its service bill 
of S144.85 for gas and electricity 
used, from Marcus Bloom, the al- 
leged guarantor of the amount. 
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Offers Graduated Rate 

News, Va.—Another 
sign of readjustment of conditions 
was seen here when the Newport 


New ps rt 


News Gas Company voluntarily 
petitioned the State Corporation 
Commission to lower its rates 


through the institution of a gradu 
ated scale, beginning after the first 
5,000 ft. are sold, and extending to 
a flat rate after the first 200,000 ft. 
used during a month. 

The present rate of the company, 
which will be continued, is $1.70 a 
1,000 ft., and the rate which the 
company asks to be allowed to 
charge after the first 200,000 ft. of 
are sold is $1.15. The rate 
charged in Richmond is $1.30 a 
1,000 ft., and as a “flat” rate, insti- 
tuted by the city. The Newport 
News as proposed will be cheaper 
in very large quantities than that 


gas 





) OF THE GAS 





here. The rate for over 5,000 ft. 
of gas would be $1.65; for the third 
5,000 ft. of gas, $1.60; for the fourth 
5.000, $1.55. 


Gets Rate Increase 

Albany, N. Y.—The Lockport 
Light, Heat & Power Company on 
one day’s notice may charge $1.90 
per thousand cubic feet of gas net 
for the first 10,000 ft., S1.75 for the 
next 90,000 ft. and $1.60 for more 
than 100,000 ft. a month. The min- 
imum charge is 50 cents a month. 

These rates, the Public Service 
Commission has ordered, may go 
into effect after the first reading 
of meters and may remain in force 
until a meter reading not later than 
July 5, without prejudice to any 
complaint as to prices after July 1 
to December 1 and thereafter until 
the commission fixes higher or 
lower rates. 


Reading, Pa.—The annual elec- 
tion of officers of the Consumers 
Gas Company was held at the of- 


fice of the company, 441 Penn 
Street, and resulted in the selec 
tion of the following directors: 
Lewis Lillie, R. R. Jones, G. W. 


Curran, \Walton Clark and John H. 
Keppelman. 


Gas Company Sells One Year 


Notes 
New York, N. Y.—Dillon, Read 
& Co. are offering $1,250,000 Mu 


nicipal Gas Company (Albany, N. 
Y.) one-vear 8 per cent gold notes. 
The Municipal Gas Company, or- 
the entire 
electric light and pow 


ranized in 1885, does 
commercial 


er and gas business in Albany 


These notes comprise the only 
funded debt of the company. Net 
income for the last ten vears has 
averaged over five times interest re 
quirements on these notes. The 
notes are dated April 1, 1921. and 
are due April 1, 1922. The notes 


are being offered at 100 and inter- 
est. 











Elect Officers for Year 
].—The annual meet- 


Salem, N. | 
ing of the Salem Gas Light Com 
pany was held in the office of the 
Company in the Library Building 


and the following directors were 
elected for the coming year: J. 
Forman Sinnickson. W. Graham 


Tyler, Dr. C. M. Sherron, Norman 
Grey and W. A. W. Grier. Mr. 
Grier succeeds the late John F. 
Prendergast on the board of direc 
tors. 

Following the meeting the di- 
rectors organized by the election 
of these officers: President, J 
Forman’ Sinnickson; treasurer, 


William H. Hazelton; secretary, 
Miss Marie Murphy; Counsel, 
Norman Grey. Fred Fowler was 


renamed as superintendent of the 
works. 


No one was named as general 
manager to succeed Mr. Prender- 
gast 


The board of directors decided 
to hold monthly meetings here 
after. 


Midway Gas Report 


Ios Angeles, Cal—The Midway 
Gas Company, operating in Kern 
and Los Angeles Counties, reports 
to the Railroad Commission for the 


vear 1920 that its operating reve 
nue was $2,477,922.21 and its op 
erating expense $1,862,589.68, giv 
ing a net operating revenue of 
$615,332.53. Miscellaneous non 
operating revenue amounted = to 
315,093.54. Interest, rent and oth 
er deductions totaled $254.433.08 
lhe net corporat: ‘ome for the 
ear was $405,992.99 lhe surplus 
it the beginning of th vear 
amounted to $484,212.29 Miscel 
laneous additions to surplus fo 


and miscel 


deductions were S160. 


1920 amounted to S980 
lancous 
966.01. The company declared div- 
idends of | the 
vear, leaving an accumulated sur 
plus at the end of the vear of $614,- 


919.67. 


$85,299.60 durin 
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$12,000 C. F. of Gas From Ton 
of Straw 


The following is reprinted from 
the Willows (Cal.) Journal. The 
\MERICAN Gas JouRNAL does not 
guarantee the accufacy of the 
statements made: 

“The burning of a@ton of straw, 
no matter whether rice, wheat or 
any other kind of straw, will pro- 
duce 12,000 cu. ft. of gas. This is 
being demonstrated on the vacant 
lot east of the railroad station this 
afternoon, March 15. The equip- 
ment is known as the Fifer straw 
gas producer. The patentees are 
Frank and Ben R. Fifer of Fargo, 
N. D., and J. H. and A. S. Graves 
have the Pacific Coast rights. There 
is nothing intricate about the de- 
vice—it is of simple construction. 
This afternoon quite a crowd 
watched the demonstration and the 
gas producer gave the results 
which are claimed for it. An ex- 
hibit will be given here every day 
for several days and it is well 
worth seeing. In addition to the 
gas it produces per ton of straw 
burned it gives about 60 gal. of oil. 
tar and creosote. The gas is good 
for heating, lighting and power 
purpose. 





Sells Gas Company to City for 
Ten Dollars 


San Bernardino, Cal—A meet- 
ing of the stockholders of the Cit 
rus Belt Gas Company was held in 
San Bernardino March 16 and after 
some discussion, lasting more than 
an hour, the stockholders voted to 
sell the plant to the city of Red- 
lands for $10. 

Mayor A. E. Brock, City Engi- 
neer G. S. Hinckley, and F. A 
Leonard, city atorney, met with 
the stockholders at the office of the 
company in San Bernardino. 

The deal is one on which the city 
has been working for months. Dur 
ing that time the city has been op 
erating the gas plant here and un 
der City Engineer Hinckley, it has 
been built up until it is in better 
condition than it has been for 
years. 

The deal went through because 
Halsev \W. Allen, attorney, finally 
secured waivers on all but about 2 
per cent of the bonds. The bond- 
holders have bonds of $300,000, 
which has been a lien not only on 
the plant of the company here, but 
on the entire plant of the company 
which operates in Redlands, San 
Bernardino, Colton and Corona. 


The gas company by disposing 
of the property here can concen- 
trate on building up the plants at 
Colton, Corona and San Bernar- 
dino. 

The city will go ahead at once to 
build the plant up so that it can 
produce all the gas that will be 
needed here. 

The city does not assume the 
bond issue. The city merely prom- 
ises to pay to the bondholders the 
interest due only after all operat- 
ing expenses are paid. The bond- 
holders are thus assured of getting 
their money if the plant can be op- 
erated under the present rates suc 
cessfully. 





Gas Company Told It Has No 


Franchise 


Los Angeles, Cal——Acting on in- 
structions from the city council, 
City Attorney Jess E. Stephens re- 
cently forwarded letters to the Los 
Angeles Gas & Electric Company 
and to the Southern California Gas 
Company stating that no fran- 
chises have been granted to these 
companies by the city “for the use 
of. streets, alleys and other public 
thoroughfares of the city for the 
laying, maintaining and extending 
of pipes and conduits for the pur 
pose of supplying gas for heating, 
cooking and manufacturing pur- 
poses, and that the city of Los An- 
geles therefore views such use of 
the streets by you as without legal 
authority.” 

It is further stated by City At- 
torney Stephens in his letters that 
the city is ready to sell franchises 
for these purposes to the gas com- 
panies and he requests the com- 
panies to notify the city officials as 
to what their attitude in the mat- 
ter 1S. 


Pacific Coast Warehouse Is 
Erected by Sprague 
Meter Company 


The Sprague Meter Company, of 
Bridgeport, Conn., is building a 
new warehouse at Los Angeles, 
(al. This new warehouse has be- 
come necessary on account of the 
increased business of this company 
on the Western coast. It will be 
equipped with the most up-to-date 
devices for handling the company’s 
product. Ample sidings will be 
run into the plant, and it is an- 
nounced as the last word in ware- 
house construction and ejuipment. 


Company Buys Garoga Creek 
Riparian Rights 


That the Fulton County Gas & 
Electric Company is planning to 
increase its facilities to produce 
electric power for its clientele is 
evident by the transfer of consid- 
erable riparian property on both 
banks of the Garoga Creek extend- 
ing from Ephratah to Wagners 
Hollow, from the Mohawk Im- 
provement Company to the Fulton 
County Gas & Electric Company. 

The deal in which the property 
changed hands was consummated 
early in March and involves a sum 
of money running well into six fig 
ures. 

Acquiring such an_ extensive 
track of riparian land places the 
company in a position to manu- 
facture double the amount of pow- 
er it creates at present, thus free- 
ing it from the necessity of buying 
additional power when local de- 
mands become too large to be met 
with the compan: ‘s present facili- 
ties. 

The company plans to erect an- 
other dam in Garoga Creek below 
the site of the present dam and 
plant at Ephratah in order to use 
the water of the creek the second 
time after it emerges from the 
present power station. The pro- 
posed plant will be located in the 
vicinity of Wagners Hollow, thus 
utilizing a big drop in the creek. 

The improvements will double 
the output of the Fulton County 
Company and make it independent 
of other concerns in the time of 
need. 





Memphis Company Gets In- 
crease from March 1 


Nashville, Tenn.—An order has 
been handed down by the Railroad 
and Public Utilities Commission 
fixing the rates to be charged for 
gas and electricity by the Memphis 
Gas & Electric Company, begin- 
ning March 1, and the regulations 
governing the company. Under the 
terms of this order electric rates 
were not reduced from those estab- 
lished by the increase granted by 
the commission in October. 

The gas rates are fixed at $1.35 
per thousand cubic feet, with a 
minimum charge of 90 cents for 
each meter. An additional charge 
of 10 cents per thousand, with a 
minimum rate of $1, is fixed in the 
event the bill is not paid within ten 
days after its delivery. 
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